The aim of this project is to study the dimensions of service quality in non-life insurance market, applying the Quality Function Deployment (QFD) methodology.
Introduction
Companies use aggressive marketing strategies to attract new customers and to increase their market share at the expense of competitors. They develop defensive strategies to protect their products and markets from the competition by maximizing customer retention under certain cost constraints (Ennew and Binks, 1996; Roberts, 2005) . Small increases in the customer retention rate can generate considerable improvement in profitability as the cost of attracting new customers is higher than the cost of retaining new customers (Lombardi, 2005) .
In insurance, high retention rates are closely related to the economic performance of companies (Diacon and O'Brien, 2002) . A large number of insurers consider retention to be the most important determinant of economic success (Moore and Santomero, 1999) .
As in other industries, the selling cost of an insurance policy is not recovered unless the policy is renewed for at least three or four years (Zeithaml et al., 1996) . Because loyalty is essential in the insurance business, Shlesinger and Graf von der Shulenburg (1993) suggested that corporate image and service quality influence the customers' decisions to choose insurers and affect the price customers are prepared to pay for a policy. A moderating variable between service quality/ customer satisfaction and economic performance is loyalty (Tsoukatos and Rand, 2006) . Loyalty is the extent to which customers wish to keep their relationship with a supplier, and usually results from how much they believe that the value they receive from this supplier is higher compared to what they would receive from others.
Not all insurance products have the same characteristics, and it is easy to identify differences between life, health, and property and casualty insurance products and services. In property and casualty insurance, the longer customers remain with a company the less likely they are to submit claims (Peppers and Rogers, 2014) . According to the points stated above, customers become more profitable over time. The industry considers that understanding customer behavior after the initial purchase will help insurers to maintain longer customer-insurer relationships (Harrison, 2003) .
Despite the importance of the Spanish insurance industry, it has been the object of scant attention in business research literature.
It is important to take into consideration the high level of competition in the insurance market -especially as far as property and casualty insurance products are concerned, as they are based on the features of competitive markets (Joskow, 1973) .
Because of the fact that an insurance policy is usually characterized by a substantial delay between purchase and use, many of its features are not immediately evident. In most cases, customers will not be fully informed and aware of the exact features of their insurance policy before they actually need to use it, i.e. when they need to file a claim.
The most important reason to purchase an insurance policy is the amendment of damages -which may or may not occur in the duration of an insurance contract (Wells and Stafford, 1997; Anderson and Skogh, 2003) . This makes the claim settlement procedure the most critical incident of insurances. Only then can customers actually assess the value of the service they bought some time ago. This distinguishes insurance from the majority of services, for which production and consumption occur simultaneously . As a logical consequence, it is important to consider that not all customers are going to file a claim.
According to Toran (1993) , quality should form the basis of all activities involved in the insurance industry, because customers want higher quality service through responsive agents with better contact and personalized communications from the insurer. Accurate transactions and quickly solved problems are also services expected by customers (Pointek, 1992) . Taylor (2001) , in his study on service recovery analysis in the insurance industry, noted that quality of service and customer satisfaction and loyalty are fundamental for the survival of insurers. He further stated that the development of close relationships with customers, high-quality after-sales services, and good relationships with customers can lead to highly positive results for the insurers. King (1992) established the following four important insurance quality factors: financial stability of the company, reputation of the insurer, agent integrity, and quality of information and guidance from the agent.
Curiously, some researchers define insurance quality as the insurers' willingness to compensate sincere customers (Anderson and Skogh, 2003) . Others confuse quality and generosity, the latter being insurers' readiness to compensate for more than a court would order (Roos, 1981) . The tendency of insurers not to adequately perform regarding their Service quality study in the property and casualty insurance market using the Quality Function Deployment methodology 75 customers' perceptions of quality creates problems to them, as the markets are extremely competitive and continuously become more so (Taylor, 2001 ).
We have not found any previously published studies on using Quality Function Deployment in any European market. Despite the global influence of the insurance sector, very few research focus on the relationships between customer expectations and the insurance company's actions.
The particular characteristics of the insurance business reflect that it is crucial to improve service quality perception, and this research proposes the application of QFD in order to improve insurance services. As a result, customer satisfaction and loyalty will increase by discovering which the most important HOWs are in order to achieve customer expectations. This is the main aim of this research.
The secondary objective is to analyze the importance of service quality dimensions in the Spanish property and casualty insurance market by studying the importance of the WHATs.
In addition, certain improvements in the property and casualty insurance sector -service quality and retention-could have a strong impact on the results of insurance companies, and customers would be provided with a better and more efficient service in accordance with their expectations.
Literature review

The Voice of the customer
Applying the QFD methodology implies obtaining information about WHAT the customer's expectations are. In order to get this information, we will use the voice of the customer (VOC) as the WHATs for the QFD structure.
Traditionally, customer voices have been considered a critical resource for firms (Lee et al., 2000) . This is because VOC includes expectations related to customer needs and requirements, and these expectations can help firms to improve their products or services.
Research on VOC started developing based on Parasuraman's research. He stated that VOC can be collected from customer recognition and customer surveys, and emphasized the importance of the VOC collection method . They proposed to use VOC as an input to Quality Function Deployment (QFD) in order to formalize the process of listening to the customer.
A generally accepted point of view is that VOC should be considered as a gift to help firms develop new products or services that meet the needs of their customers (Barlow and Moller, 2008; Denove and Power, 2007) . Walker and Baker (2000) stated that one of the crucial elements of insurance quality is the understanding of customers' expectations, for instance by VOC, because their expectations serve as standards against which service performance is measured.
Moreover, it is important to stay in touch with realistic and current customer expectations, because they are dynamic and highly influenced by other factors (Ghobadian et al., 1993) . According to Gans (2002) , if an organization does not understand customer expectations, any required actions taken to improve the quality of the products and services are unable to succeed.
In this particular study, we take as a reference the items from a previous research study analyzing the Greek insurance market (Tsoukatosand and Rand, 2006) , which was in its turn based on an earlier study in of the Greek and Kenyan markets (Tsoukatos et al., 2004) . We adapted it to the Spanish insurance market based on the opinions of insurance experts and expert market research professors. The interviewees represented an important part of the insurance sector (insurance company workers, brokers, academics and members of public institutions).
Quality Function Deployment (QFD)
QFD is a tool to help understand customer needs, through which one can design or improve services and products in accordance with the requirements of customers.
"Quality Function Deployment" is a translation from the Japanese characters "him shitsu"
(quality), "kinou" (function), and "ten kai" (development).
Researchers such as Sullivan (1986) , Hauser and Clausing (1988) , Zairi and Youssef (1995) , Chan and Wu (2002) , and Terninko (1995) have discussed the benefits of QFD.
QFD is probably the most important management tool developed to assure quality in new or improved products and services. It is an important aspect because product and service development implies an increase in sales (Krishnan and Ulrich, 2001) . In fact, both production and service industries could use its benefits, as expressed in the research literature on the implementation of QFD (Cristiano et al., 2000) . QFD is a very interesting tool to obtain relationships between elements in strategic planning, necessary for organizations. Devadasan et al., (2006) affirm that by using QFD, companies would Service quality study in the property and casualty insurance market using the Quality Function Deployment methodology 77 reduce time spent designing products, and Franceschini (2001) defends using QFD in order to improve products in accordance with customer needs.
QFD is used in various fields for determining customer needs (Stratton, 1989) , for developing priorities (Han et al., 1998) , formulating annual policies (Philips et al., 1994) , benchmarking (Pfohl and Ester, 1999) , and environmental decision-making (Berglund, 1993) .
As a result, we conclude QFD is a useful tool to study how companies could improve their product/ service quality in accordance with customer expectations and the technical aspects of the insurance product/ service.
To this end, we adapted the traditional process of QFD to enable the construction of 
Research methodology
A deductive method was used, as previous studies served as a theoretical basis to develop this research.
Our study focuses on the construction of the first matrix in the QFD structure, which analyzes the relationship between the WHATs and HOWs and the construction of section 5, the roof.
While developing our research, and more particularly during the process of obtaining the key points to construct the QFD matrix, we used quantitative and qualitative research methodologies.
On the one hand, to construct the set of WHATs and HOWs, the interviews with different insurance experts were the qualitative part of the research. On the other hand, the information obtained from surveys (the weight of the WHATs) constituted the quantitative part of the research.
Creation of the WHATs
As we mentioned earlier, the WHATs of QFD in this research are based on the Tsoukatos and Rand (2006) research studies and have been adapted to the Spanish insurance market.
We decided to include 21 items as well as "Price" and "Solvency margin", because, if we take into consideration the recent economic crisis, the price is of utmost importance in customer's responses. As a result, customers provided answers in 5-point Likert scales for each of the 22 service attributes of the survey. In order to obtain the final 21 WHATs, we grouped similar concepts keep the survey as short as possible, while maintaining the diversity of concepts.
It is necessary to adjust the items used in the WHATs (voice of the customer), because, as Furrer et al., (2000) established, the importance of SERVQUAL dimensions -the primary theoretical basis of this research and the basis of the GIQUAL scale-vary in people from different cultural backgrounds. Because of this, it is crucial to obtain realistic and time-consistent items that measure the real service quality dimensions of the insurance service.
It is common for companies to conduct customer satisfaction surveys to know their customers' point of view. Improvements on the basis of such surveys are usually considered to be enhancements in the competitive position of the firm, which ultimately result in better offerings and better customer service (Frank and Enkawa, 2007) .
Finally, some differences but not significant changes with regard to the original GIQUAL scale were observed. The final set of items to be analyzed were: "Technological development of the insurance company", "Image of the insurance company", "Personal image and presence of employees", "Advertising", "Price", "Compliance with agreed contract", "Products which satisfy customer needs", "Contracts with understandable service conditions", "Interest in solving the problems", "Clear documents presenting no errors or ambiguities", "Information about when services requested by customers are to be carried out", "Speed and efficiency of the service", "Willingness to help and respond to customers", "Confidence inspired in the customer", "Adequate time for solving the claims", "Courtesy", "Adequate knowledge of the employees", "Personalized service", "Opening hours", "Defending the interests of the client and acting in good faith", "Understanding of the specific needs of the customer".
Although the initial set of WHATs was designed to analyze another insurance market, according to the opinions of different insurance experts, we may assure the final list is appropriate to analyze service quality items in the Spanish insurance market. Some elements of the initial WHATs list (Tsoukatos and Rand, 2006) were not considered, others were grouped and the item "Price" was included according to the experts' opinions.
This final list of WHATs form the SIQUAL scale which is specific for analyze service quality in property and casualty insurance.
The weight of the WHATs was obtained by a set of 305 surveys completed by insurance customers. The majority of them were filled out online using Surveymonkey software. As a pretest, two insurance experts and a reduced number of customers were interviewed in In the sample, 40% of the customers required the services of the insurance company in the previous two years previous to completing the questionnaire.
Creation of the HOWs
In order to obtain the HOWs, we interviewed different experienced insurance experts in the Spanish insurance sector. After carrying out several one-hour interviews, we grouped the concepts discussed and selected those that appeared more frequently. In addition, we included the concept "Knowledge of the market", because we thought it would be important to understand what was going on in the sector and what direct competitors were doing.
An interesting point to highlight is the similarity between the interviews with experts.
They agreed substantially in their opinions regarding the possible actions an insurance company should take in order to obtain better satisfaction results.
The final set of HOWs were the following 1 : "Product offering", "Technology", "Call center service", "Pricing systems", "Marketing and advertisements", "Solvency margin", "Underwriting processes", "Documents and conditions", "Additional services offering", "Knowledge of the market", "Training of employees", "Professionals", "Working 
Construction of the Roof
During the interviews designed to obtain the QFD matrix, insurance experts were asked about the correlation between the HOWs. In this case, they had to provide us with their opinion regarding the correlation between elements manageable by insurance companies.
Due to the fact that the QFD matrix exercise is rather difficult and time-consuming, we decided to reduce the complexity of the roof by asking experts whether they found a correlation or not. The results were obtained as follows: 
Results
Importance of the WHATs
In this section, results show which the most important service quality items (WHATs) are for insurance customers. According to the results of the survey, the majority of the items are highly valued, and it is difficult to notice a subset of items as significantly more important than others. This implies that the item selection was successful.
Results in Figure 3 clearly show that the less important items are: advertising, personal image of employees and technological development of the insurance company.
Customers are probably expressing the fact that these features do not reflect the "essence"
or the basics of a property and casualty insurance contract, which is supposed to provide customers with a solution according to previous contract conditions. All these items reflect the efforts of insurance companies to transmit a comfortable and interesting image of the services offered. However, in the end, these particular items do not contribute to improving the quality of the service.
In contrast, it is very clear that customers perceive that such as speed and efficiency of the service, interest in solving the problems, and compliance with the contract are of great importance. Taking into consideration the potential significance of insured risks in the property and casualty insurance business, it seems logical that customers are interested in obtaining ethical, clear, and fast solutions if required.
Surprisingly, items such as "Price", "Courtesy" and "Products which satisfy customer needs", which a priori seem to be crucial for quality in the insurance business, are not highly valued. However, it is important to highlight that in the past few years, due to the economic crisis, the prices of the majority of insurance products in Spain decreased. This probably strongly affects the perception of price, which customers do not consider to be a significant item. 
QFD matrix
The highlighted results are those considered significant -with an average higher or equal to 8, and a standard deviation less or equal to 2.5. Taking into consideration the sample size of experts (17 interviewed insurance experts), consistent results were obtained using this scale.
It is important to mention that the figures only appeared as significant when there was strong evidence that this relationship existed, based on expert opinions.
Some potential improvements that had a remarkable impact on the image of insurance companies were very significant in terms of global contribution. It seems clear that if companies improve the most requested HOWs, such as "active communication with
customers" and "orientation to the customer", the image of the insurer improves.
By enhancing customer orientation, experts may expect an important effect on all concepts related to customer support, advertisement and the image of the companywhich is important due to the nature of the business. Investments in active communication with customers improve the customer's feeling of being understood by insurance companies, the perception of personalized service, as well as the insurer's image.
An interesting point to consider is the high correlation between "Technology" and the efficiency and speed of the service, which is critical to solve the overwhelming majority of claims in certain property and casualty insurance business lines.
Investment in "Claims management" is expected to improve the image of the insurance company, the commitment with the customer, and the efficiency of the service.
"Integrity of employees", as expected, has a strong correlation with corporate image and with transmitting security to customers. It is probably a required condition for other concepts, and if it is not highly correlated with other customer requirements it is because it has been "taken for granted".
According to the opinions of the experts interviewed, by improving "Solvency margin"
and "Underwriting processes", companies should expect no significant improvements in service quality perception.
Investing in "Training of employees" is expected to generate moderate changes in some particular service quality items, but it is not significant enough to be considered crucial.
Only efficiency of the service and knowledge of employees would increase significantly. should improve so as to obtain better global results in service quality.
WHAT/HOW
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Results are consistent with recent trends in the Spanish insurance market, which are strongly focused on customers.
It is likely that customers are taking the solvency margin of insurance companies for granted.
Results of the Roof
The Roof in QFD intends to analyze common correlations between future actions in order to improve service quality. It is a useful tool to discover HOWs, which can indirectly help improve the WHATs that do not stand out in the main QFD matrix. Results in Figure 6 show the combination of HOWs. 75% or more of the interviewed insurance experts agree that there is a correlation.
As expected, "Knowledge about the market", "Relationship between departments" in insurance companies (which is going to be reflected in shared knowledge), and "Marketing" have a correlation with "Product offering" because of communication and knowledge.
Improvements in technology have an impact on pricing systems and underwriting processes. It is a well-known fact that the insurance sector has considerably improved underwriting processes and pricing systems in the past few years thanks to technology.
As discussed in previous analyses, customer orientation is important to satisfy customers.
Its correlations with efforts in advertisement, training of employees, communication, relationships with brokers and claims management imply that insurance companies could increase customer orientation by improving the traditional points of the insurance business, such as the relationship with the distribution channel and claims management.
Conclusions
This study offers a significant contribution to academic literature and academic research.
Firstly, the ISQFD was specifically developed for the insurance sector for the first time.
Secondly, the development of a specific service quality scale for the insurance business (SIQUAL) shows which the most representative and important elements are in service quality for property and casualty insurance customers. Finally, ISQFD has proved to be an important tool to analyze service quality in property and casualty insurance. We have established the basis for future research in insurance service quality, showing how insurance companies can improve important business implications such as increasing customer retention.
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We have built an empirical basis for researchers in non-life insurance or other intangible services to focus their future investigations on analyzing other important insurance products or lines of business such as life insurance services by applying the ISQFD methodology.
Moreover, this study provides researchers with a set of business and strategic actions actions in order to improve service quality combining the opinions of insurance experts and customer experience, which represents a solid basis for the future.
Taking into consideration the findings of this research, future researches will focus on the most important service characteristics for insurance customers to get additional results.
This research intends to show the significant aspects insurance companies should focus their investments on to improve service quality and competitiveness and, as a result, their sales and customer retention. We found evidence to prove that the most important points are related to service provision. Evidence also shows that the insurance company activities customers value the most are those focused on customer orientation and those providing employees with knowledge and abilities to efficiently interact with customers.
According to the results obtained in the case study by applying the ISQFD, we can conclude that "Orientation to the customer", "Active communication with the customer"
and "Training of the employees" are the most important HOWs, and all of them are related to service rather than the insurance product itself.
The results obtained in this research show that an important point to take into account is the importance of the majority of the WHATs analyzed. To conclude, insurance customers have high expectations of service, and there are no significant differences in customer preferences or expectations. This phenomenon shows the continuous pressure insurance companies are under in order to maintain their products and services at levels of quality that are high enough to satisfy their customers.
When interpreting our research findings, the following limitation of the study should be taken into account. Despite the fact that we interviewed numerous experts, more completed questionnaires would have improved the study. However, as the sample did not represent any company in particular, it provided totally unbiased results.
